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1.0 Program Specifications
Proposed program title: Customer Relationship Marketing & Sales Management
Proposed credential:

☐ Local Board Approved Certificate
☐ Ontario College Certificate
☐ Ontario College Diploma
☐ Ontario College Advanced Diploma

☒ Ontario College Graduate Certificate
☐ Collaborative Degree
☐ Degree

MTCU program code (if it exists): MTCU 72901 Strategic Relationship Marketing & MTCU 72939 Business
Development and Sales
MTCU program code comparables: MTCU 70717 Research Analyst
Proposed Classification of Instructional Program Codes, formatted as ##.####:
52.1401 Marketing/Marketing Management, General
For additional information, please refer to most recent Classification of Instructional Programs (CIP)
Canada published by Statistics Canada, available on http://www.statcan.gc.ca/.
Centre for Academic Excellence
Revised November 2016
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Projected four-digit National Occupational Classification Codes (3 maximum), formatted as ####:
NOC 1123 - Professional Occupations in Advertising, Marketing and Public Relations
NOC 6411 – Sales & Account Representatives (Wholesale)
For additional information, please refer to most recent National Occupational Classification (NOC) Canada
published by Statistics Canada, available on http://www.statcan.gc.ca/.
Identify all deliveries of this or a comparable program that have been or are currently offered at
Fanshawe (including CE and/or Regional Campuses):
Describe deliveries:
Business Analysis Graduate Certificate
Marketing Management Graduate Certificate
Sport & Event Marketing Graduate Certificate (launching Fall 2020)
Proposed program launch date: Fall 2021
Proposed intake(s):

☒ Fall ☒ Winter ☐ Spring ☐ Other:

Number of students in first intake: 55 total - 40 students in the face-to-face offering + 15 students in the
fully online offering. It is anticipated that the majority of students in the face-to-face offering will be
international while the online program will be offered to domestic students only.
Length of program:
• Number of semesters: 2
• Semester length in weeks: 15
• Total program hours: 600

Program delivery (check
as many as apply)

Co-op program

☐ Web-facilitated (face-to-face) ☒ Blended ☒ Online
☐ Fast-track ☐ Accelerated
☐ Collaborative ☐ Weekend
☐ Other
☒ No Co-operative Education component is required
☐ The Co-operative Education component is a required element
☐ There is a Co-operative Education stream and a non-Co-operative
Education stream

2.0 Executive Summary
Include the following information (600 words maximum):
a) Program Overview: length, credential, description and suggested delivery options

Centre for Academic Excellence
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b) Strategic Alignment: explain how this program is aligned with the indicated program area of
strength and/or growth (150 words recommended maximum)
c) Competition: Local, regional, provincial and/or national fit/competition
d) Pathways: Links to further educational opportunities
e) Student Demand: interest in the program locally and provincially
f) Labour Market Demand: support for the program, job opportunities for graduates
a) This one-year graduate certificate program provides students with a foundation in marketing and
sales, with an additional focus on the examination and application of Customer Relationship
Management (CRM) and Customer Experience (CX) best practices, strategies, and tools. Students
will have an opportunity to apply industry standard business and marketing analytics and CRM
platforms to marketing and sales processes and apply strategies for account management success
to the multi-dimensional world of business development. The program will launch simultaneously
in both fully online and face-to-face formats. It is anticipated that the majority of students in the
face-to-face offering will be international. The online version of the program is open to domestic
students only.
b) The program is aligned with the Business and Management, Leadership and Entrepreneurship
area of strength and growth. It is anticipated that this program will focus on novel and adaptive
thinking and implementation skills as its Job Skills of the Future. The program includes an
experiential capstone course in the second semester in order to fulfill its live client-oriented SILEx.
c) George Brown College offers the Strategic Relationship Marketing graduate certificate, which is
closest in concept to the proposed program. Eight (8) colleges offer a version of the Business
Analyst graduate certificate, however, business analysts are more likely to work in a
complementary role with graduates of the proposed program.
d) For International students in particular, this program will provide complementary technical skills
to those mastered in Marketing Management, Sport & Event Management or other Lawrence
Kinlin School of Business (LKSB) graduate certificate programs. The addition of this program is a
retention-focused strategy allowing international students to diversify their core skill set to be
ready for the rapidly evolving workforce.
e) Applications and enrollments for George Brown’s Strategic Relationship Marketing program are
presented below.

According to the Business Intelligence Library, the similar Marketing Management graduate
certificate has enjoyed 60% enrollment growth between 2017 and 2019 and was ranked as
“exceptional” by the 2017/18 Program Health Tool.
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Finally, participants in the external focus group for this program resoundingly supported its
launch and confirmed the growing need for individuals with this skill set in both marketingrelated roles and sales-related roles (Appendix I EFG Minutes).

Marketing Management MKM1 - Registered/Paid
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Labour Market Demand
NOC 1123 - Professional Occupations in Advertising, Marketing and Public Relations
This group includes specialists in advertising, marketing and public relations who analyze, develop
and implement communication and promotion strategies and information programs, analyze
advertising needs and develop appropriate advertising and marketing plans, publicize activities and
events, and maintain media relations on behalf of businesses, governments and other
organizations, and for performers, athletes, writers and other talented individuals. They are
employed by consulting firms, advertising agencies, corporations, associations, government, social
agencies, museums, galleries, public interest groups, and cultural and other organizations, or they
may be self-employed.
In terms of general labour market demand, according to the Careers Outlook Report, the job
outlook for NOC 1123 is “above average” for the period 2017 – 2021. The median income for this
NOC is $59,663 and the total projected number of job openings in Ontario is projected to grow by
7.1% - 8% or 9,001 - 10,000 jobs during the period 2017 – 2021.
NOC 6411 Sales and Account Representatives - Wholesale Trade (Non-technical)
Sales representatives, wholesale trade (non-technical), sell non-technical goods and services to
retail, wholesale, commercial, industrial, professional and other clients domestically and
internationally. They are employed by establishments that produce or provide goods and services
such as petroleum companies, food, beverage and tobacco producers, clothing manufacturers,
motor vehicles and parts manufacturers, hotels, business services firms, and transportation
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companies. Sales representatives, wholesale trade who are supervisors are also included in this unit
group.
The median income for this NOC code is $60,244 and the total projected number of new job
openings in Ontario from 2017 – 2021 is projected to be 15,001 - 20,000.

3.0 Academic Programming and Quality Assurance
3.1

3.2

Program Vocational Learning Outcomes
Consultation: CAE

See Appendix A: Form 1 –
Program Vocational Learning
Outcomes.

Essential Employability Skills Learning
Outcomes

See Appendix A: Form 2 Essential Employability Skills
Outcomes.

Consultation: CAE

3.3

Program Description
Consultation: CAE and Registrar’s Office

3.4
3.5

Course Descriptions

See Appendix B: Program
Description.

Consultation: CAE

See Appendix C: Program
Curriculum.

Relationship to Professional or Licensing
Bodies

See Appendix D: Regulatory
Status Form.

Consultation: CAE

3.6

Curriculum Design and Delivery

See Appendix E: Curriculum
Map - Program VLOs and
EESOs.

a) Provide rationale for curriculum design and delivery
methods (e.g., face-to-face, blended, online, fast track,
accelerated, collaborative; full-time vs. part-time),
including work integrated learning (if appropriate):
1. Alignment with program vocational learning outcomes
2. Alignment with essential employability skills outcomes
3. Suitability for target populations(s)

b) Indicate where and how existing courses may be included in this new program.
Consultation: CAE, Subject Matter Experts (SMEs), External Resources

Centre for Academic Excellence
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a) Across the Ontario college system there are several graduate certificates focusing on either
Marketing, Business Analytics or Strategic Relationship Management/Customer Relationship
Marketing. This proposed program offers a hybrid focus on CRM for marketing and CRM for sales
management to provide students with a versatile skill set valuable in both marketing-related and
sales-related roles.
Employers who participated in the external focus group unanimously agreed that there is unmet
and growing demand for graduates with this skill set. Hiring managers frequently experience
difficulty in finding applicants with a balance of knowledge in marketing/sales strategy and CRMrelated technical skills. In the absence of post-secondary training like this, companies frequently
depend of software vendors to provide technical training. Employers noted that from a business-tobusiness selling perspective, there is frequently resistance on the part of sales team members to use
CRM platforms. Building this capacity in graduates will be a great win for the program (Appendix I
EFG Minutes).
CRM is a business strategy, not a technology. External focus group participants were careful to note
that the ability for students to delineate “the why” or strategy behind CRM initiatives was of
primary importance. The focus of the proposed program’s curriculum is on graduating strategic
marketers who use CRM tools to facilitate informed decision-making. Courses will provide a balance
of experiential learning so that students who have studied in a primarily theoretical learning
environment have a strong understanding of the technology to facilitate appropriate queries,
dashboard recreation, data extraction and data analysis. In the second semester, students will
engage in an experiential capstone course, where they will have the opportunity to refine their
strategic planning skills working with business clients.
b) For international students in particular, this program will provide complimentary technical skills to
those mastered Marketing Management or one of the other marketing graduate certificate
programs. This is a retention-focused strategy allowing international students to diversify their
marketing skill set to be ready for the rapidly evolving workforce.

3.7

Research and Innovation
a) Describe how research and innovation will be included in the program (Policy 2-B-02).
Consultation: Centre for Research and Innovation, Subject Matter Experts (SMEs)

This program reflects the College’s priority to provide students with a Signature Innovative Learning
Experience via extensive community collaboration, live client experiences and opportunities for handson application based projects.
Based on external focus group feedback, experiential learning (live client experiences) via a capstone
course will provide students with the ability to work with a number of small to medium sized business
and will provide students with an applied level of learning unique to this credential offering across
Ontario.
There are many opportunities to partner with Research and Innovation to provide external partnerships
and funding to assist with the SILEX initiative. Many small businesses do not understand the data they
Centre for Academic Excellence
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are using and students have the opportunity to provide support on data collection, data segmentation
and data analytics, and translating that into tangible business results. In doing so, students will have the
opportunity to hone their research skills and apply those skills within an industry context.

4.0 Fit of Program
4.1

Gap Analysis
a) How is the program similar to or different from existing programs at the College and what
impact will this program have on existing programs at the College? For example, does the
proposed program provide additional breadth to our program offerings, or does it add
specific disciplinary depth?
b) Are there similar programs being offered at colleges, universities or private institutions
provincially, nationally and/or internationally? If yes, provide profile of key competitors
including location and a brief description and how they differentiate themselves.
c) How else is the industry need being met if not provided in the options listed in c) above (e.g.
regulatory body or in-service training)?
d) What makes this program unique from the similar existing programs identified in a), b), and
c) above (e.g., innovative delivery methods, unique focus on teaching and learning or a
specific student population, niche programming, research strengths)?
Consultation: CAE, Institutional Research, Subject Matter Experts (SMEs), External
Resources

a) This program will be the 4th marketing-related graduate certificate program offered by LKSB – the
other three programs being Marketing Management, Business Analytics and Sport & Event
Marketing (launching fall 2020). CRM is so widely used across all areas of marketing/sales/business
that the proposed program will be highly relevant to graduates of any of the other 3 marketing
graduate certificates or, for that matter, graduates of any other business credential. From an
international student’s perspective, the most closely aligned program for bundling purposes would
be Marketing Management.
b) George Brown College offers the Strategic Relationship Management graduate certificate, which is
closest in concept to the proposed program. This program meets the same learning outcomes from
the CRM perspective as does the proposed program, however, it does not extend into the realm of
business-to-business selling. Eight (8) colleges (including Fanshawe) offer a version of the Business
Analyst graduate certificate, however, business analysts are more likely to work in a complementary
role with graduates of the proposed program.
c) Employers who participated in the external focus group sited that, in the absence of post-secondary
programming, companies frequently depend of software vendors to provide technical training for
CRM. This training tends to be software-specific and tactical in nature and does not assist employees
in learning “the why” or strategic thinking behind CRM. The market currently suffers from a shortage
of strategic marketers who use CRM tools to facilitate informed decision-making.
d) The program’s dual focus on CRM for marketing and CRM for business-to-business selling is unique
to Fanshawe. LKSB’s well-established Community Consultancy – Employer Rounds capstone
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program offers students the opportunity to solve real marketing problems for business in our
community while, at the same time honing their research and consulting skills. Many alumni from
LKSB note their participation in the Community Consultancy as the highlight of their entire postsecondary experience because of the academic challenge and intensive mentorship they receive
from faculty.

4.2

Key Performance Indicators (KPIs)

Please complete this table with the three most recent years of published data* for similar programs at
your college only (minimum one, maximum three). Similar programs may include programs at the same
or different credential levels, and transfer opportunities. Please add additional rows as needed.
Program
MTCU Title
Marketing
Management (MKM1)

MTCU
Code
72900

Academic Year of Graduation

2015/16

2016/17

2017/18

Graduate Count
Employment Rate
Employment Rate in a Related
Field

57
100.0%

47
83.3%

112
100.0%

60.0%

50.0%

16.7%

*KPIs are to be calculated in accordance with the methods prescribed by MTCU. KPIs are based on graduates of MTCU
approved full-time postsecondary programs whose funding status is shown in the graduate record layout as MTCU operating
grant, Co-op Diploma Apprenticeship or Second Career, and who were surveyed by telephone.
** Employment Rate = (number of survey respondents employed Full-time or part-time, related or unrelated) / (number of
survey respondents in labour force)
*** Employment Rate in a Related Field = (number of survey respondents employed Full-time or part-time, related) / (number
of survey respondents in labour force)

4.4

Pathways to and from Proposed Program and Programs

a) Drawing on the gap analysis, are any program pathways anticipated or under negotiation to
and/or from this program (internal and external)? If yes, describe how the existing/proposed
program supports student mobility.
b) Describe any special features of this pathway (e.g., laddering, bridging).
c) How does this program fit into the provincial and national credit transfer framework?
(ONCAT) (i.e., course to course vs. program to program; college to university, college to
college, university to college)?
Consultation: CAE (Pathways Coordinator)

Students enrolled in the proposed program will have a laddering opportunity into the Marketing
Management program and vice versa. There is 1 common course offered in both programs.
As a graduate certificate, most students will enter the program with a diploma or degree. This program
does not offer any transfer opportunities under the ONCAT agreement as the ONCAT database only
includes transfer agreements between and among diplomas and degrees in Ontario. Students applying
from programs taken at other institutions may apply for external credit and these will be assessed
within the standard guidelines and practices for reviewing external credit applications.
Centre for Academic Excellence
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Once this program is established, Fanshawe may choose to see transfer relationships with local,
regional or international universities into their degree programs (for students who entered with a
diploma).

4.5

How will this program help support the College’s mission?

International - Graduate certificates in LKSB have proven appeal to international students. As a
“bundled” program with Marketing Management, this new program will enhance the School’s ability to
retain students.
Mature Learning/Part-time Studies/eLearning - There will be a fully online offering of the program
launched concurrently with the face-to-face version.

5.0 Demand and Support for Program
5.1 Student Demand
a) Provide evidence to validate student demand and/or societal need. (e.g. Student surveys,
enrolment summaries and growth trends for similar programs, system enrolments and
projected growth, or demographic projections for relevant sub populations)
b) Indicate which student populations are most likely to be attracted to the program:
Persona Groups

☐ Direct
☒ Non-direct
☒ International

☐ Other (identify):
c) Include an assessment of whether this program will draw students away from existing College
programs or complement existing programs.
Consultation: Registrar’s Office, Recruitment, International Services, Institutional Research
a) George Brown is currently the only other Ontario College offering a program under the same
MTCU code 72901 Strategic Relationship Marketing. Per below, applications and enrollments have
remained consistent over the last 4 years.

Centre for Academic Excellence
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According to the Business Intelligence Library, the Marketing Management Graduate Certificate has
enjoyed 60% enrollment growth between 2017 and 2019 and was ranked as “exceptional” by the
2017/18 Program Health Tool.

Marketing Management MKM1 - Registered/Paid
140
120
100
80
60
40
20
0

2017

2018
Domestic

International

2019
Total

There has been 43% growth in enrollment between 2017 and 2019 across these 5 graduate
certificate programs in LKSB: Marketing Management, Project Management, Operations
Management, Supply Chain Management and International Business. With the addition of the
new Business Analysis program in Winter 2019, overall enrollment in LKSB graduate certificates
increased by 57% between 2017 to 2019.

MKM1, OPM1, PRJ1, ITB1, SCM3 - Registered/Paid
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5.2

Labour Market Demand
a) Provide evidence to validate employment demand from some or all of the following:
1. Trend data (employment trends for related employment)
2. Feedback from and support of a related Program Advisory Committee
3. Feedback from external stakeholders (Attach minutes from external stakeholder
panel as appendix)
4. Other data sources (e.g., local, provincial, national and/or international economic
development corporations, industry/professional associations)
5. Letters of employer support (attached as appendix)

Labour Market Demand:
1 a) Trend Data:
• In 2018, CRM remained the largest and fastest growing enterprise software category according to
market share research from Gartner. Gartner defines CRM as providing functionality to companies
across these four segments: customer service and support, digital commerce, marketing, and
sales.
• According to research from Gartner, Inc., worldwide spending on customer experience and
relationship management (CRM) software grew 15.6% to reach $48.2 billion in 2018. CRM remains
both the largest and the fastest growing enterprise application software category
• Salesforce.com dominated the worldwide CRM market with a 19.5% market share in 2018, over
double its nearest rival, SAP, at 8.3% share
• This fast-paced cloud computing economy has created demand for a technically skilled and
resourced workforce. Currently, there is a lack of skilled employees with Salesforce.com/CRM
expertise and knowledge to meet this growing demand. This is proving to be a challenge for both
large and small businesses across Canada. This is also the case in London, Ontario. Out of 431
marketing specific job postings, 301 job postings specifically request customer relationship
management, CRM, and/or Salesforce experience in a potential candidate 1. Two of Indeed’s “top
10 best jobs” in 2018 were Salesforce-specific. 2
NOC 1123 - Professional Occupations in Advertising, Marketing and Public Relations
This group includes specialists in advertising, marketing and public relations who analyse, develop
and implement communication and promotion strategies and information programs, analyse
advertising needs and develop appropriate advertising and marketing plans, publicize activities and
events, and maintain media relations on behalf of businesses, governments and other organizations,
and for performers, athletes, writers and other talented individuals. They are employed by
consulting firms, advertising agencies, corporations, associations, government, social agencies,
museums, galleries, public interest groups, and cultural and other organizations, or they may be
self-employed.

Indeed Canada Stats. Job Posting Search. Jan 20, 2019.
Huge Demand for Salesforce Talent, 2019. https://medium.com/trailhead/huge-demand-for-salesforce-talent3bb30c597b39

1
2

Centre for Academic Excellence
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In terms of general labour market demand, according to the Careers Outlook Report, the job
outlook for NOC 1123 is “above average” for the period 2017 – 2021. The median income for this
NOC is $59,663 and the total projected number of job openings in Ontario from is projected to grow
by 7.1% - 8% or 9,001 - 10,000 jobs.
NOC 6411 Sales and Account Representatives - Wholesale Trade (Non-technical)
Sales representatives, wholesale trade (non-technical), sell non-technical goods and services to
retail, wholesale, commercial, industrial, professional and other clients domestically and
internationally. They are employed by establishments that produce or provide goods and services
such as petroleum companies, food, beverage and tobacco producers, clothing manufacturers,
motor vehicles and parts manufacturers, hotels, business services firms, and transportation
companies. Sales representatives, wholesale trade who are supervisors are also included in this unit
group.
1 c) External Focus Group Feedback:
On February 11th, 2020, LKSB convened an external focus group to confirm demand for this program
and solidify ideas for program content. The 9 EFG participants unanimously agreed that there is
increasing employer demand for graduates with this program’s skill set. Hiring managers frequently
experience difficulty in finding applicants with a balance of knowledge in marketing/sales strategy
and CRM-related technical skills. Companies frequently depend of software vendors to provide
technical training. Minutes to the EFG meeting are enclosed.

5.3

Partnerships Supporting New Program

a) List any new internal or external partnerships that may develop if this program were to be
delivered. Include letters of support in an appendix.
b) What, if any, alliances are possible to reduce costs, increase speed to market and increase
market coverage?
c) How are the external stakeholders willing to support the proposed program? (check as many
as apply)

☒ Continuing on Advisory Committee ☒ Teach a course
☒ Provide placement or experiential learning (e.g. co-op, field placement,

mentorship)

☒ Present as a guest speaker
☐ Provide a tour
☒ Research (project, partnership etc.) ☐ Donation, Scholarship, Award
☐ Other:

Consultation: Internal and External Stakeholders

Centre for Academic Excellence

Quality through Collaboration

12

In addition to collaborating on the program development, the majority of focus group participants have
expressed a strong interest in contributing in an ongoing advisory capacity to program and also
providing live-client opportunities for placements.

6.0 Feasibility of Program
6.1

Multi-Year Enrolment Projections (headcount)

NPV calculated based on:
Year 1 - Total max of 55 (online 15, face-to-face 40). It is assumed most of the face-to-face enrolments
will be international (target 32, max 35) with only a few domestic (target 3, max 5). Online is all domestic
(target 12, max 15). Total target = 47, total max = 55 for year 1.
Year 2 - Same as year 1

6.2

Human Resources
a) Include staffing plan for program, up to and including full implementation.
1. Estimate the staffing requirements that are above the existing HR complement.
2. Would there be any changes to current staffing arrangements in order to
implement this new program?
3. Would there be any additional training needs?
Consultation: Human Resources, OD&L, other Schools
b) Student Services
1. What other Learner / Student Success Services are required?
Consultation: Student Success Advisor

Staffing Requirements:
• 1 FT faculty coordinator
• 1-2 partial load faculty
• 5-7 part time faculty
This program will require one new full-time faculty position (hired in year 2). While LKSB does have inhouse faculty expertise, it will be important to ensure one full-time faculty member is assigned to the
program and assume coordinator duties as well. Additional NFT faculty would be hired.
There will be additional training needed to ensure that faculty and partial load stay current on new
technological releases of supporting technology being taught in the classroom; such as, Salesforce,
Microsoft, Marketto, and Hubspot. A professional development allowance has been included in the
NPV.

Centre for Academic Excellence
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No additional student support services are required.

6.3

Ministry Funding

See Appendix F: Program
Delivery Information (PDI) Form
to Calculate Program Funding
Parameters.

Consultation: CAE

Note: Appendix F will be used as part of the Request for
Approval for Funding Form submitted to the MTCU in Stage Gate 3

6.4

Proposed Program Fees
Consultation: CAE, Financial Planning
Approved Postsecondary (APS) Program MTCU Table
 Wt - Program Weight for funding purposes: ___1.0____
 FU - Program Funding Units for funding purposes: __0.8______
 Proposed annual tuition fee: $__$3113.48______
 Fees:

Regular ☒

High Demand ☐

 What tuition and ancillary fees are being charged by other colleges for similar
programs?
Institution/Program
George Brown Strategic
Relationship Management
(2 semesters + co-op)

Mohawk Business Analysis
Grad Cert (2 semesters)

Tuition Fees
Domestic $4,347.00 (the
total of 2019 tuition,
materials, student
service and ancillary fees
for the first two
semesters of program.
No “tuition-only”
breakdown provided)
International tuition
$14,600
Domestic Tuition
$2,824.57
International Tuition &
Ancillary $7965

Seneca Business Analytics (2
semesters)
Centre for Academic Excellence

Ancillary Fees

Domestic $760

Int. optional Ancillary
$104

Domestic $2,333.50
International $6,795
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6.5

Required Program Resources
a) Space requirements
See Appendix G: Detailed
Course Delivery
1. Can this program use existing space?
i. If Yes,
a. Will it differ by term or year? No
b. Will it require renovations to existing space? If yes, describe. No
c. Will it require designated space? If yes, describe. No
d. Will additional office space be required for faculty and/or support? No
ii. If No,
a. Specify the size, type and attributes of classrooms and/or space.
b. Will it require designated space? If yes, describe.
c. Can this new space be made available to other programs/Schools?
d. If there is a comparable room that serves as a model, indicate the room
number__________.
e. Will additional office space be required for faculty and/or support?
Consultation: Facilities Management, Timetabling/Scheduling

Consulted via email and in-person meetings in February/March 2020.
Shawn Harrington
Lisa Dennis
As this program is a laptop program, it can use existing LPT 2 and LPT 3 classrooms within the main
campus. This program does not require renovations to existing space nor designated classroom or office
space. Both scheduling and facilitates management had no concerns.

b) Computing requirements
1. Identify any new computers or related hardware devices needed:

☐ Desktop Computer ☒ Laptop ☐ Notebook ☐ Tablet
☐ PC based ☐ MAC ☐ IOS ☐ Android ☐ Other:

Quantity:
2. Identify connectivity requirements:

☐ Permanent Hardwire ☐ Wireless ☐ Power Outlet – e.g., Laptops
☐ Other:

3. Identify data storage requirements (excluding FOL):

☐ Hard Drive Only ☐ Departmental Server ☐ ITS Network Server
☐ Third-Party Cloud Storage ☐ Other:

4. Identify new or modified software requirements including version, licensing and
cost:

Centre for Academic Excellence
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Students will require to pay the $50 connect fee since this program is a laptop program.
Students will require the Microsoft Suite and Office 365 provided through the College.

5. Identify cloud-based (online) services or products required:
Software requirements for students for this program include open-source and cloud-based
application of the following technologies:
• R-Studio
• Salesforce
• Hubspot
• Mailchimp
• Tableau
• Power BI

6. Can the proposed hardware and software run on the College’s networks? If no,
describe what is required.
7. Estimate the computing requirements required for startup of all levels (e.g., lab
sizes required, specific hardware requirements).
LPT3 Laptop classroom
8. Estimate the computing requirements for ongoing delivery of the program (up to
the 5th year) (e.g., estimated lab sizes required, specific hardware requirements,
equipment refresh cycle) none
9. What are the implications for existing IT architecture given program size, delivery
format and computing requirements? none
10. Does existing IT infrastructure allow this program to be offered as proposed? If no,
what is required? nothing
11. Identify any new or modified classroom teaching technology required to offer the
program (e.g., projectors, audience response systems [clickers], touch-enabled
displays, other): no
12. Are there specific IT staff support needs for the program? If yes, describe.
Consultation: Information Technology Services

Cost of SalesForce and Tableau subscriptions were unknown by IT

ITS Employee(s) Consulted: Anthony Fields, Feb 11, 2020
ITS Notes: No concerns at this time.

Centre for Academic Excellence
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c) Marketing Resources - Discuss marketing strategies with R & BM to reaching the appropriate
student populations for this program.
Consultation: Reputation and Brand Management (R & BM)

Marketing Strategies



Admission Process
A. Alternate Offers
Events & Recruitment Presentations
B. Open House
C. Recruitment Presentations
D. Grad Fair
E. Industry Presentations
F. Internal Student Presentations
G. College Events (e.g. Trauma & Treatment)
Print
H. School Sales Brochure
I. Flyer
Direct Mail
J. Guidance Counselor Mailing
K. Influencer/Practitioner Mailing
Digital
L. Google Adwords
M. Google Display & Facebook Sponsored Posts
Communications & Signage
N. Website
O. Social Share
P. Flyer
Q. Zap Sign
R. Program Crest

Centre for Academic Excellence
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R & BM Employee(s) Consulted:
Janine Shier, Marketing Officer, February 13, 2020
Reputation and Brand Management provided a great deal of support and enthusiasm for the launch of
this new graduate certificate program.
For the program launch, a full marketing campaign would be released in Fall 2020 to include print,
direct mail, email and digital marketing tactics to assist in the recruitment process of new students
(please see detailed checklist for a break-down of tactics).
A marketing budget of $12,000 - $15,000 is normally recommended for the launch of a new program
and it is recommended that an adequate budget be allocated for future years to build brand awareness
and enrolment rates within the program.

d) Learning Resources - Include collections and/or online resources required.
Consultation: Library
No additional resources required

6.6

Cost of Program

See Appendix H: Multi-Year

Budget Projections with Net
a) Capital requirements
Present Value (NPV).
1. Specify the capital requirements required for
startup. Consider:
i. New space/building
ii. Facility renovations, additions and/or improvements
iii. Classroom and/or laboratory equipment
iv. Computers, software and IT infrastructure
v. Program related equipment (e.g., machinery, tooling)
vi. Non-academic furniture & office equipment
vii. Academic furnishings
viii. Marketing materials
ix. Staffing (FT, NFT, Technicians, Support)
2. Estimate the capital requirements for ongoing delivery of the program (up to the
5th year).
3. Specify the amount of capital investment required to implement this program that
is beyond your existing capital allotment. If this exceeds $1 Million, also the source
of these funds.

Centre for Academic Excellence

Quality through Collaboration
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4. Specify the type of equipment and infrastructure enhancements needed to
operationalize delivery of the program (electrical upgrade, water, eye wash
station, fume hood, etc.).
5. Identify special lab amenities/attributes (functional requirements noted in 6.5 a)
that impact 6.5 b)).
6. Are there any prerequisites or special considerations that will affect the timing of
this proposal?
Consultation: Faculty, Chair, Program/Ops Manager, HS&S, Facilities Management
No new capital requirements
b) Multi-year Budget
1. Outline any budgetary assumptions.
2. Specify the budget requirements required for ongoing delivery of the program.
Consider:
i. New space/building
ii. Facility renovations, additions and/or improvements
iii. Classroom and/or laboratory equipment
iv. Computers, software and IT infrastructure
v. Program related equipment (e.g., machinery, tooling)
vi. Non-academic furniture & office equipment
vii. Academic furnishings
viii. Marketing materials
ix. Staffing (FT, NFT, Technicians, Support)
3. What is the proposed Net Present Value (NPV)?
Consultation: Financial Planning
See Appendix H

6.7

Alternative Sources of Funding
a) Are there alternative sources of funding for this program (e.g., donations, repurposing,
partnerships)?
Consultation: Advancement and Alumni Office, External Resources

None

Centre for Academic Excellence
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Program Title: Customer Relationship Marketing & Sales Management
MTCU Code: MTCU 72901 Strategic Relationship Marketing
Proposed Credential: Please select one (1).
☐ Local Board Approved Certificate
☐ Ontario College Certificate
☐ Ontario College Diploma
☐ Ontario College Advanced Diploma
☒ Ontario College Graduate Certificate
Funding:
This proposal will be sent to the MTCU for Approval for Funding.
☒ Yes
☐ No
Indicate whether the funding would be:
☒ Full-time
☐ Part-time

Program purpose - include occupational areas where it is anticipated graduates will find employment:
This one-year graduate certificate program provides students with a foundation in marketing and sales, with
an additional focus on the examination and application of Customer Relationship Management (CRM) and
Customer Experience (CX) best practices, strategies, and tools. Students will have an opportunity to apply
industry standard business and marketing analytics and CRM platforms to marketing and sales processes
and apply strategies for account management success to the multi-dimensional world of business
development.
This speciality could have the potential to provide students with the opportunity to work toward their
Salesforce Business Specialists Designation (TrailHead), CSP Certification, and other customer relationship
management-specific credentials. Here are the types of jobs that the program would be focused on
preparing graduates for:
●
●
●
●
●
●

Marketing Specialist
Sales Operation Manager
Account Manager
Technical Sales Associate
Business Analysts/ Business Information Analysts
Business Development Rep/ Inside Sales / Presales Engineer

● Salesforce Administrator /Salesforce Developer
● Customer Experience Manager / Customer Relations Manager
● CRM Analysts / CRM Consultant / CRM Consultant Specialist
Admissions Requirements for the proposed program:
Ontario College Diploma, Advanced Diploma or Degree
Occupational Areas:
NOC 1123 - Professional Occupations in Advertising, Marketing and Public Relations
NOC 6411 – Sales & Account Representatives (Wholesale)
Laddering Opportunities:
CRM is so widely used across all areas of marketing/sales/business that the proposed program will be highly
relevant to graduates of any of the other graduate certificate in business or, for that matter, graduates of
any other business diploma, advanced diploma or degree.

Provincial Vocational Program Outcomes
☐ Provincial Program Standard, or
☒ Provincial Program Description
MTCU code: 72901 Strategic Relationship
Marketing and 72939 Business Development
and Sales

Proposed Program Vocational Learning
Outcomes

Please explain how the
proposed VLO differs from the
Provincial VLOs

PVLOs from MTCU 72901 Strategic Relationship Management
1. Create a professional marketing plan using
standard marketing planning processes
and tools.

Create a professional marketing plan using
standard marketing planning processes and
tools to generate leads and improve customer
retention, satisfaction and profitability.

Added, “to generate leads and
improve customer retention,
satisfaction and profitability.”

2. Develop a comprehensive Customer
Relationship Management (CRM)
marketing plan that uses a client’s current
database strategy that is personalized and
scalable.

In order to strengthen customer relationships,
develop a comprehensive Customer
Relationship Management (CRM) marketing
plan that uses a client’s current database
strategy that is personalized and scalable

Added, “In order to strengthen
customer relationships…”

3. Apply strategic communication planning
processes and tools to generate leads and
improve customer retention, satisfaction
and profitability.

Apply strategic communication planning
processes and tools to generate leads and
improve customer retention, satisfaction and
profitability.

Unchanged

4. Evaluate data extracted from a variety of
marketing technology platforms to
support problem-solving and decisionmaking processes in marketing.

Evaluate data extracted from a variety of
marketing technology platforms to support
problem-solving and decision-making processes
in marketing.

Unchanged

5. Apply Customer Relationship
Management (CRM) and Customer
Experience (CX) best practices, strategies,

Apply Customer Relationship Management
(CRM) and Customer Experience (CX) best
practices, strategies, tactics, and techniques to

Unchanged

See Appendix E

tactics, and techniques to strengthen
customer relationships for both businessto-business (B2B) and business-toconsumer (B2C) markets.

strengthen customer relationships for both
business-to-business (B2B) and business-toconsumer (B2C) markets.

6. Design customer experience journey
mapping to identify areas to improve
customer experiences and automate
personalized digital marketing.

Design customer experience journey mapping to
identify areas to improve customer experiences
and automate personalized digital marketing.

7. Apply industry standard marketing
analytics and CRM platforms to sales and
marketing processes.

To optimize strategies, apply industry standard
marketing analytics and CRM platforms to sales
and marketing processes

Added, “To optimize
strategies…”

8. Gather and analyze primary and
secondary marketing research in order to
support sound marketing decisions that
improve customer experiences.

Gather and analyze primary and secondary
marketing research in order to support sound
marketing decisions that improve customer
experiences.

Unchanged

9. Communicate complex marketing material
verbally, in writing, and digitally for a
variety of audiences and purposes.

Communicate complex marketing material
verbally, in writing, and digitally for a variety of
audiences and purposes.

Unchanged

10. Model professional standards to provide
reliable and actionable analysis while
respecting Canadian regulation and
practice related to data privacy and
security.

Model professional standards to provide
reliable and actionable analysis while respecting
global regulation and practice related to data
privacy and security.

Unchanged

Based on external focus group
feedback, context of this PVLO
has been extended beyond
Canadian regulation/practice to
include global
regulation/practice

3 PVLOs from 72939 Business Development and Sales
11. Develop strategies to create, assess, and
execute business development
opportunities.

Develop strategies to create, assess, and
execute business development opportunities.

Unchanged

12. Develop strategies to establish and
maintain working relationships with
clients, which strengthen their loyalty to
his/her organization.

Develop strategies to establish and maintain
working relationships with clients in order to
strengthen their loyalty to the organization’s
products and services.

PVLO has been slightly modified
to indicate the intention to,
‘strengthen their loyalty to
products and services’

13. Construct plans for strategic account
management including how to approach
key accounts, territory management and
category management.

Construct plans for strategic account
management including how to approach key
accounts, territory management and category
management.

Unchanged

Skill Categories

Communication

Numeracy

Information
Management

Inter-personal

Essential Employability Skills Outcomes

Skill areas to be demonstrated by
the graduates

The graduate has reliably demonstrated the ability to:

•
•
•
•
•
•

Reading
Writing
Speaking
Listening
Presenting
Visual Literacy

•

•

Understanding and applying
mathematical concepts and
reasoning
Analysing and using numerical
data
Conceptualizing
Analysing
Synthesizing
Evaluating
Decision-making
Creative and innovative thinking

•

respond to written, spoken, or visual messages in a
manner that ensures effective communication
execute mathematical operations accurately

•

apply a systematic approach to solve problems

•

use a variety of thinking skills to anticipate and solve
problems

Gathering and managing
information
Selecting and using appropriate
tools and technology for a task or
a project
Computer literacy
Internet skills
Team work

•

locate, select, organize, and document information
using appropriate technology and information
systems

•

analyse, evaluate, and apply relevant information
from a variety of sources

•

show respect for the diverse opinions, values, belief
systems, and contributions of others

•
Critical Thinking
& Problem
Solving

Defining Skills

•
•
•
•
•
•
•
•
•
•
•

•

communicate clearly, concisely, and correctly in the
written, spoken, and visual form that fulfils the
purpose and meets the needs of the audience

Course Title / Course Code

See Appendix E

Skill Categories

Personal

Defining Skills

Essential Employability Skills Outcomes

Skill areas to be demonstrated by
the graduates

The graduate has reliably demonstrated the ability to:

•
•
•
•

Relationship management
Conflict resolution
Leadership
Networking

•
•

Managing self
Managing change and being
flexible and adaptable
Engaging in reflective practice
Demonstrating personal
responsibility

•
•

•

•
•

interact with others in groups or teams in ways that
contribute to effective working relationships and the
achievement of goals
manage the use of time and other resources to
complete projects
take responsibility for one’s own actions, decisions,
and consequences

Course Title / Course Code

Customer Relationship Marketing and Sales Management
Total Hours: 600

Course Name

Course Description

Term

Class
Hours

Total
Course
Hours

LEVEL 2
CRM Business Strategy

Develop Enterprise wide awareness of the implications related to the implementation of
an integrated CRM Strategy. Students will work through scenarios to help reinforce the
concepts related to CRM and how a customer focused organization can benefit. The
activities will focus on developing an understanding of the concepts related to org.
structure and management, measurement, and structured CRM approach.

1

3

45

Customer Experience and
Marketing Fundamentals

Develop the fundamental skills needed to initiate and orchestrate end-to-end CX
programs. Students will understand customer experience design through CX research,
maximizing journey mapping, measuring the CX journey, and how to deploy direct and
interactive digital marketing campaigns.

1

4

60

Marketing Management

Planning alternative marketing strategies is crucial to successfully managing a business
enterprise. Students have the opportunity to learn marketing management techniques
currently being used in the business environment which enables students to make better
marketing management decisions.

1

3

45

CRM Tools and
Technology

This course will focus on providing students with hands-on experiences with CRM tools and
technology that organizations use to manage their relationships with existing customers
and create opportunities with prospects.

1

3

45

Selling Fundamentals

In this course, students will be taught and have the opportunity to practice their

1

3

45

professional selling skills. Students will demonstrate their awareness of buyer behaviour
their ability to organize and present an effective sales presentations based on various
client profiles. Through a series of scenario-driven exercises, students will practice skills
and attitudes essential to a successful salesperson.
Analytics and Metrics

This course will introduce students to working with large datasets, including manipulating
and cleaning data for later analysis. Students will practice using data to develop and report
on several industry-standard marketing metrics.

1

4

Total Semester 1

60

300

LEVEL 2
CRM Strategic Project

This is a capstone independent study course that provides students the opportunity to
apply the concepts and principles learned in the program to a real business situation.
Students conduct a comprehensive project for a company of their choice.

2

6

90

Emerging Trends

CRM is a constantly evolving area of study with new techniques and technologies
being developed every day. Through reviews of current industry news and literature as
well as industry guest speaker presentations, students will examine how new social
networking technologies and trends are linking tech savvy customers with businesses
at local, regional and global levels.

2

3

45

Sales Management

Students will learn strategic and consultative sales models to develop and manage
customer relationships effectively as they relate to Business to Business (B2B)
environments. Students will study current sales management issues, such as: territory and
time management, sales compensation and incentive systems, prospecting and qualifying
sales leads, sales training and effective sales presentation methods.

2

4

60

Marketing Automaton

Students will learn automation marketing techniques that range from content creation to
social promotion to converting and nurturing leads and beyond for both B2B and B2C
markets. Students will be able to build an inbound and outbound marketing strategy and
understand the technologies to support that process.

2

3

45

Data Visualization and
Reporting

In this course students will learn how to use data visualization software to import and
communicate complex data and insights. Students will learn the basics of communicating
data effectively, and will apply these skills by building and presenting a visual dashboard.

2

4

Total Semester 2

60

300

There is a legislative requirement that program graduates must be certified or licensed by a regulatory
authority to practice or work in the occupation:
☐ Mandatory recognition of a regulatory authority exists and is being sought.
(Please refer to Section A below- Mandatory Regulatory Requirements)
There is a voluntary (i.e., not required by legislation) licensing or certification for entry to practice in the
profession or trade:
☐ Voluntary recognition of a regulatory authority IS being sought.
(Please refer to Section B below- Recognition by Voluntary Association)
☒ Voluntary recognition is NOT being sought.
(There may be titling implications for programs that are not seeking recognition in an area where
existing programs have secured recognition.)
Please explain why:

There is no recognition:
☐ None exist.
Section A: Mandatory Regulatory Requirements
Where licensing or certification is required by legislation for entry to practice in the profession or trade, the
Ministry of Training, Colleges and Universities requires that colleges ensure that their programs will meet
the requirements of the regulatory body in order to be approved for funding.
Name of regulatory authority:

Status (please select ALL that apply)
☐ Accreditation or approval by the regulatory authority / designated third party received.
Date of recognition:

☐ The college is working toward accreditation with the regulatory authority/ designated third party.
Describe current status of application:

Expected date of recognition:

☒ The regulatory authority does not accredit educational programs directly or through designated third
party. Formal acknowledgement (e.g. in its published or legislated registration requirements) that the

program graduates will be eligible to write any required certifying or registration exam(s) or that the
program is otherwise recognized for the purposes of certifying or registering a graduate is being sought.
Section B: Recognition by Voluntary Association
Alternatively, colleges may choose to have a program accredited or recognized by a voluntary membership
organization or association. Graduate eligibility for association recognition or adherence to standards
imposed by the body is a recommendation and not a requirement for program funding approval by the
Ministry of Training, Colleges and Universities.
Name of voluntary association:

Status (please select ALL that apply)
☐ Recognition has been received.
Date of recognition

Type of recognition (e.g. accreditation, graduates eligible to write membership exams, etc.)

☐ The college is working toward recognition.
Describe current status of application:

Expected date of recognition:

☒ The association does not recognize educational programs directly or through designated third party.
Formal recognition (e.g. in its published requirements) that the program graduates will be eligible to
write any required certifying or registration exam(s) or that the program is otherwise recognized for the
purposes of certifying or registering a graduate is being sought.
Please submit an acknowledgement and/or evidence from the regulatory authority or voluntary association
regarding the status of the recognition.

Name: Click here to enter text.

Name: Click here to enter text.

Title: Click here to enter text.

Title: Click here to enter text.

Telephone: Click here to enter text.

Telephone: Click here to enter text.

E-mail: Click here to enter text.

E-mail: Click here to enter text.

APPENDIX E – Program Outcomes – Curriculum Map

PROGRAM MAPPING (Name of Program)

1. Create a professional marketing plan using standard marketing planning processes and
tools.
2. Develop a comprehensive Customer Relationship Management (CRM) marketing plan
that uses a client’s current database strategy that is personalized and scalable.
3. Apply strategic communication planning processes and tools to generate leads and
improve customer retention, satisfaction and profitability.
4. Evaluate data extracted from a variety of marketing technology platforms to support
problem‐solving and decision‐making processes in marketing.

1

1

1

1

1

1

1

5. Apply Customer Relationship Management (CRM) and Customer Experience (CX) best
practices, strategies, tactics, and techniques to strengthen customer relationships for both
business‐to‐business (B2B) and business‐to‐consumer (B2C) markets.

1

1

1

1

6. Design customer experience journey mapping to identify areas to improve customer
experiences and automate personalized digital marketing.

1

7. Apply industry standard marketing analytics and CRM platforms to sales and marketing
processes.

1

8. Gather and analyze primary and secondary marketing research in order to support
sound marketing decisions that improve customer experiences.
9. Communicate complex marketing material verbally, in writing, and digitally for a variety
of audiences and purposes.
10. Model professional standards to provide reliable and actionable analysis while
respecting global regulation and practice related to data privacy and security.
11. Develop strategies to create, assess, and execute business development opportunities.
12. Develop strategies to establish and maintain working relationships with clients in order
to strengthen their loyalty to the organization’s products and services.
13. Construct plans for strategic account management including how to approach key
accounts, territory management and category management.
TOTAL # OF OUTCOMES EVALUATED BY EACH COURSE
GM = General Education (mandatory) G = General Education (elective)

1

1

1

1

1

1
1

1

1

1

1

1

1

1

1

1

1

1
1

1

1
7

8

9

4

4

6

3

1

1

1

1

8

1

1

1

1

8

1

1

1

6

1

1

1

5

1

1

1

1

1

1

1

1
1

1

1

# OF COURSES
EVALUATING THE
OUTCOME

Marketing
Management
Customer
Experience &
Selling
Fundamentals
CRM Tools and
Technology
Analytics and
Metrics

CRM as a Business
Strategy

The graduate has reliably demonstrated the ability to: (Source: MTCU
Code )

CRM Strategic
Project
Marketing
Automation
Emerging Trends in
CRM
Data Visualiztion &
Reporting

LEVEL TWO

Sales Management

LEVEL ONE

PROGRAM VOCATIONAL LEARNING OUTCOMES

1

1

1

1

1
1

1

1

1

1

1

7

11

1

5

1

9

1

4

1

11

1

5
4

1

6
3

8

8

7

0

APPENDIX E – Program Outcomes – Curriculum Map

PROGRAM MAPPING (Name of Program)

X

3. execute mathematical operations accurately.
4. apply a systematic approach to solve problems.
5. use a variety of thinking skills to anticipate and solve problems.

Sales
Management
CRM Strategic
Project
Marketing
Automation
Emerging Trends
in CRM
Data Visualiztion
& Reporting

2
X

X

X

X

X

X

2
X

X

6. locate, select, organize, and document information using appropriate technology
and information systems.

X
X

X

X

x

x

X

5

X

X

7. analyze, evaluate, and apply relevant information from a variety of sources.
8. show respect for the diverse opinions, values, belief systems, and contributions of
others.

X

9. interact with others in groups or teams in ways that contribute to effective working
relationships and the achievement of goals.

X

10. manage the use of time and other resources to complete projects.
11. take responsibility for one’s own actions, decisions, and consequences.

TOTAL # OF OUTCOMES SUPPORTED BY EACH COURSE

PROGRAM COORDINATOR:
ACADEMIC CHAIR:
Date Completed:

X

X

X

X

X

X

X

3

7

5

x

7

X

5

X

1

X
X

X
6

0

X

X

X

X

2. respond to written, spoken, or visual messages in a manner that ensures effective
communication.

X

X

Marketing
Management
Customer
Experience &
Selling
Fundamentals
CRM Tools and
Technology
Analytics and
Metrics

CRM as a Business
Strategy

1. communicate clearly, concisely and correctly in the written, spoken, and visual form
that fulfills the purpose and meets the needs of the audience.

X

The graduate has reliably demonstrated the ability to: (Source:
MTCU Code)

# OF COURSES
SUPPORTING
THE OUTCOME

LEVEL TWO

LEVEL ONE

PROGRAM ESSENTIAL EMPLOYABILITY SKILLS OUTCOMES

2

4

Analysis of Mapping Results:

0

4

X

X

X

X

X

X

3

6

X

8

X

5
3

5

2

5

0

APPENDIX F
Program Delivery Information (PDI) Form to Calculate Program Funding Parameters
Total Hours Required per Student

College: Fanshawe College

Program title: Customer Relationship Marketing &
Sales Management

Indicate the number of hours that a student is required to spend in each instructional
setting in each semester or level of this program. All hours in all instructional settings
are to be noted.
Funded Instructional Settings*

Semester/Level
1
2
3
4

Classroom instruction

300

300

600

TOTAL

300

300

600

Non-funded Instructional
Settings*

Semester/Level
1
2
3
4

5

6

7

8

9

Total

Laboratory/workshop/ fieldwork
Independent (self-paced) learning
One-on-one instruction
Clinical placement
Field placement/work placement
Small group tutorial

5

6

7

8

9

Co-op work placement - Mandatory
Co-op work placement - Optional
TOTAL
*Definitions for each instructional setting can be found in the Request for Approval for Funding Form.

Total

Appendix G: Detailed Course Delivery
Starting Term:
Starting Year:

Program: Customer Relationship Marketing & Sales Management
School: Kinlin School of Business

Course Code

Course Name

Hours

Weeks /
Term

Course
Status

No. of
Sections

Fall
2021
Proposed
Section
Size

Course Delivery Space (hours distribution per week)
Classroom Laboratory

Dedicated Computer
Other
Space
Room
(describe)

Additional Comments
None

Level 1
MGMT‐XXXX CRM Business Strategy
MGMT‐5006 Marketing Management
Customer Experience & Marketing
MGMT‐XXXX Fundamentals
MGMT‐XXXX CRM Tools and Technology
MGMT‐XXXX Analytics & Metrics

45

15

new

45

15

existing

60

15

new

45

15

new

60

15

new

45

MGMT‐XXXX Selling Fundamentals
Total

15

new

90

15

new

45

15

new

60

15

new

1
1
1
1
1
1
1
1
1
1
1
1

40
15
40
15
40
15
40
15
40
15
40
15

1
1
1
1
1
1
1
1
1
1

40
15
40
15
40
15
40
15
40
15

1
1
1
1
1
1
1
1
1
1
1
1

Laptop Program Room
Fully Online Delivery
Laptop Program Room
Fully Online Delivery
Laptop Program Room
Fully Online Delivery
Laptop Program Room
Fully Online Delivery
Laptop Program Room
Fully Online Delivery
Laptop Program Room
Fully Online Delivery

300

Level 2
MGMT‐XXXX CRM Strategic Project
MGMT‐XXXX Emerging Trends
MGMT‐XXXX Sales Management
MGMT‐XXXX Marketing Automation
MGMT‐XXXX Data Visualization & Reporting
Total
Total Program Hours

45

15

new

60

15

new

300
600

1
1
1
1
1
1
1
1
1
1

Laptop Program
Fully Online Delivery
Laptop Program
Fully Online Delivery
Laptop Program
Fully Online Delivery
Laptop Program
Fully Online Delivery
Laptop Program
Fully Online Delivery

Program Name: Customer Relationship Marketing & Sales Management
Program type: Ontario College Graduate Certificate
Year 1

Year 2

Grants:
Notes
Customer Relationship Marketing &
Sales Management
1

n/a

n/a

Tuition:
Customer Relationship Marketing &
Sales Management
2,3,4
Program Specific fee **
5

Year 3

Year 4

Year 5

Year 6

Year 7

Year 8

Year 9

Year 10

126,541

160,145

Total

166,971

166,971

166,971

1,047,508

732,343
6,750

1,224,976 1,308,781 1,308,781 1,308,781 1,308,781 1,308,781 1,308,781 1,308,781 1,308,781
13,300
13,300
13,300
13,300
13,300
13,300
13,300
13,300
12,200

12,427,569
125,350

0
739,093

0
0
0
0
0
0
0
0
0
1,237,176 1,344,134 1,392,965 1,448,622 1,482,227 1,489,052 1,489,052 1,489,052 1,489,052

0
13,600,427

Incremental revenues

Other associated revenue
sub‐total

Incremental expenses
Indirect salaries:
Admin/Support staff
Teaching salaries:
Full time ‐ number required

‐ cost @
Part time ‐ hours per week req'd
‐ cost @
Coord stipend
‐ Cost @
Curriculum Dev. @$25k/pgm year
International Recruitment Costs
One time costs ‐ facilities
fitup/equipment
Other startup
Operating expenses
Capital expenses

$144,674
6.
see below
$3,827

7.
8.

sub‐total

incremental cash inflows
CTO%
Net present value @ 8%

22,053

70,884

166,971

0

0

0

0

0

0

0

0

0

0

0
0
33
131,854
1
3,827
25,000
66,072
0
0
15,000
11,750

1
144,674
31
122,664
1
3,827

1
144,674
31
122,664
1
3,827

1
144,674
31
122,664
1
3,827

1
144,674
31
122,664
1
3,827

1
144,674
31
122,664
1
3,827

1
144,674
31
122,664
1
3,827

1
144,674
31
122,664
1
3,827

1
144,674
31
122,664
1
3,827

1
144,674
31
122,664
1
3,827

86,652

86,652

86,652

86,652

86,652

86,652

86,652

86,652

86,652

17,200

18,300

18,300

18,300

18,300

18,300

18,300

18,300

18,300

253,503

375,017

376,117

376,117

376,117

376,117

376,117

376,117

376,117

376,117

3,637,459

485,589

862,159
70%

968,017 1,016,848 1,072,505 1,106,109 1,112,935 1,112,935 1,112,935 1,112,935
72%
73%
74%
75%
75%
75%
75%
75%

9,962,968

$6,454,524

Notes:
1. Based on existing MCU code 72901 (pgm wght = 1.0, fndg units .8). Program is 2 levels of 15 weeks each.
2. Tuition based on International high demand (post grad) program
3. 40%/60% domestic/international enrolments assumed (online domestic only, in class mostly international)

0

1,302,066
1,235,833
38,270
25,000
845,940
0
0
15,000
175,350
0

4. Based on lvl 1 enrol total of 55 max in yr 1 (targ 32 int/max 35, 15 dom/max 20 (incl 12 targ/max 15 online)) increasing to 80 max (targ 42/max 45 int and 28 dom/max 35 (incl 25 targ/max 30 online)) in Yr 2
5. Connect fee
6. Based on Estimate of 20hrs/wk per level = 3hrs coord backfill
7. $15,000 marketing
8. program specific fees offset + $5000 operating

INPUT FIELDS

Tuition ‐ domestic lvl 1/2 (F/W)
(per term) lvl 1/2 (W/S)
(per term) lvl 1/2 (S/F)

$1,447.37
$1,447.37
$1,447.37

Grant all levels
(per term)

$1,575.20

Program specific fee all levels

$50.00

Tuition ‐ international lvl 1/2 (F/W)
(per term) lvl 1/2 (W/S)
lvl 1/2 (S/F)

$7,221.00
$7,221.00
$7,221.00

Enrolment split domestic
international

40%
60%

Part time / Partial load split %

Number of weeks for PT/PL

hrly rate
(incl. ben's)

PT
PL
PT
PL

20%
80%
$96.25
$142.42
30
YEAR 1

Enrolment table
level 1 ‐ Fall
level 2 ‐ Winter
level 1 ‐ Winter
level 2 ‐ Summer
level 1 ‐ Summer
level 2 ‐ Fall
Tuition rates
level 1 fall intake
level 2
level 1 winter intake
level 2
level 1 summer intake
level 2

Program name
Domestic
15
12
15
0
0
0
42
Domestic
1,447.37
1,447.37
1,447.37
1,447.37
1,447.37
1,447.37

Int'l

32
29
32
0
0
0
93

Int'l
7,221.00
7,221.00
7,221.00
7,221.00
7,221.00
7,221.00

47
41
47

0
135

Tuition less bursary holdback
Tuition less bursary holdback
Tuition less bursary holdback

Tuition less international student recovery
Tuition less international student recovery
Tuition less international student recovery

Grant values

level 1 fall intake
level 2
level 1 winter intake
level 2
level 1 summer intake
level 2

Domestic
1,575.20
1,575.20
1,575.20
1,575.20
1,575.20
1,575.20

Int'l
0.00
0.00
0.00
0.00
0.00
0.00

YEAR 2
Enrolment table
level 1 ‐ Fall
level 2 ‐ Winter
level 1 ‐ Winter
level 2 ‐ Summer
level 1 ‐ Summer
level 2 ‐ Fall
Tuition rates
level 1 fall intake
level 2
level 1 winter intake
level 2
level 1 summer intake
level 2

Program name
Domestic
28
25
28
12
0
0
93

Int'l

42
38
42
29
0
0
151

Domestic
1,447.37
1,447.37
1,447.37
1,447.37
1,447.37
1,447.37

Int'l
7,221.00
7,221.00
7,221.00
7,221.00
7,221.00
7,221.00

Domestic
1,575.20
1,575.20
1,575.20
1,575.20
1,575.20
1,575.20

Int'l
0.00
0.00
0.00
0.00
0.00
0.00

70
63
70
41

244

Grant values

level 1 fall intake
level 2
level 1 winter intake
level 2
level 1 summer intake
level 2

YEAR 3
Enrolment table
level 1 ‐ Fall
level 2 ‐ Winter
level 1 ‐ Winter
level 2 ‐ Summer
level 1 ‐ Summer

Program name
Domestic
28
25
28
25
0

Int'l

42
38
42
38
0

70
63
70
63

level 2 ‐ Fall
Tuition rates
level 1 fall intake
level 2
level 1 winter intake
level 2
level 1 summer intake
level 2

0
106

0
160

Domestic
1,447.37
1,447.37
1,447.37
1,447.37
1,447.37
1,447.37

Int'l
7,221.00
7,221.00
7,221.00
7,221.00
7,221.00
7,221.00

Domestic
1,575.20
1,575.20
1,575.20
1,575.20
1,575.20
1,575.20

Int'l
0.00
0.00
0.00
0.00
0.00
0.00

266

Grant values

level 1 fall intake
level 2
level 1 winter intake
level 2
level 1 summer intake
level 2

YEAR 4
Enrolment table
level 1 ‐ Fall
level 2 ‐ Winter
level 1 ‐ Winter
level 2 ‐ Summer
level 1 ‐ Summer
level 2 ‐ Fall
Tuition rates
level 1 fall intake
level 2
level 1 winter intake
level 2
level 1 summer intake
level 2

Program name
Domestic
28
25
28
25
0
0
106

Int'l

42
38
42
38
0
0
160

Domestic
1,447.37
1,447.37
1,447.37
1,447.37
1,447.37
1,447.37

Int'l
7,221.00
7,221.00
7,221.00
7,221.00
7,221.00
7,221.00

Domestic
1,575.20
1,575.20
1,575.20
1,575.20
1,575.20
1,575.20

Int'l
0.00
0.00
0.00
0.00
0.00
0.00

Grant values

level 1 fall intake
level 2
level 1 winter intake
level 2
level 1 summer intake
level 2

70
63
70
63

266

Customer Relationship Marketing & Sales Management
Graduate Certificate
NEW PROGRAM DEVELOPMENT– EXTERNAL STAKEHOLDER PANEL
FEBRUARY 11TH, 2020 | 7:30 – 9:30 A.M.
B2015 – FANSHAWE COLLEGE, LONDON CAMPUS

PRESENT:
EXTERNAL ATTENDEES:
Daymon Boswell – Salesforce Administrator, Voices.com
Jordan Darling – Director of Sales, Densify
Nick Hollinger – CEO, Visitor Queue
Donna Todd – User Experience Designer, Diebold Nixdorf Software
Jenny Couse – Corporate Marketing Manager, Buckland
Mindy Johnson - Project Manager, Startech
Isabella DesLauriers – Customer Advisory Manager, Startech
Mona Lam-Deslippe – CEO, MLD Solutions
INTERNAL ATTENDEES:
Kara Malott – Program Manager, Lawrence Kinlin School of Business
Rhonda Payne – Coordinator, Lawrence Kinlin School of Business
Simone Moreau-Rodgers – Faculty/Project Lead, Lawrence Kinlin School of Business
Sherry McEvoy – Curriculum Consultant, Centre for Academic Excellence (recording)
REGRETS:
Mohammed Daouk – VP Marketing, Paystone.com
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Christina Pageau - Ecommerce & Digital Marketing Manager, Vertiv
Anne-Marie Moore – Chief Revenue Officer, Media Sonar

CALL TO ORDER:
Sherry McEvoy called the External Stakeholder Panel Meeting to order at 7:30 a.m. on February 11th,
2020.

WELCOME, INTRODUCTIONS & OVERVIEW OF PROPOSED PROGRAM
ORIGIN OF NEW PROGRAM DEVELOPMENT
•

•

•

•

This one-year post-graduate certificate program provides students with a foundation in marketing
and sales, with an additional focus on the examination and application of Customer Relationship
Marketing (CRM) and Customer Experience (CX) best practices, strategies, tactics, tools, and
techniques. Students will have an opportunity to apply industry standard business and marketing
analytics and CRM platforms to marketing and sales processes and apply strategies for account
management success to the multi-dimensional world of business development.
Across the Ontario college system, there are several graduate certificates focusing on either
Marketing, Business Analytics or Strategic Relationship Management/Customer Relationship
Marketing. This proposed program offers a hybrid focus on Customer Relationship Marketing and
Sales Management to provide students with a versatile skill set valuable in both a marketingrelated role and a sales-related role.
For International students, in particular, this program will be recommended as a follow-up
program to Marketing Management and will build complimentary strategic planning and technical
skills. This is a retention-focused strategy allowing international students to diversify their core
skill set to be ready for the rapidly evolving workforce.
The program will provide an applied experiential learning component for students who have
studied in a primarily theoretical learning environment.
Proposed Program Topics
Semester 1

Semester 2

CRM - A Management Approach
Customer & User Experience Fundamentals
Marketing Management
B2B Marketing
CRM Tools and Technology
Introduction to Data Analytics

Consultancy Employer Rounds
B2B Selling
Inbound Marketing Automation
Advanced Marketing Analytics
Customer Analytics + Metrics
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OVERVIEW OF NEW PROGRAM DEVELOPMENT PROCESS
INTERNAL REQUIREMENTS FOR APPROVAL
•

Business Plan
o Internal & External Consultations
o Labour Market Demand
o Student Demand
o Social Demand

EXTERNAL REQUIREMENTS FOR APPROVAL
•
•

CVS – breadth and depth appropriate to the credential
Ministry of Training, Colleges and Universities

PANEL DISCUSSION
REVIEW OF THE PROGRAM TITLE, DESCRIPTION AND PROGRAM LEARNING OUTCOMES
(PVLOs)
•

•

•
•

Sherry McEvoy reviewed the proposed title, description, and major themes/topics to be covered
in the program. Participants unanimously agreed that there is increasing employer demand for
graduates with this program’s skill sets. Hiring managers frequently experience difficulty in
finding applicants with a balance of knowledge in marketing/sales strategy and CRM-related
technical skills. Companies frequently depend of software vendors to provide technical training.
CRM is a business strategy, not a technology. Participants were careful to note that the ability for
students to delineate “the why” or strategy behind CRM initiatives was of primary importance.
It’s desirable for students to have a strong-enough understanding of the technology to facilitate
appropriate queries, dashboard recreation, data extraction and data analysis but it is not a priority
for students to become technicians/data analysts. In short, the focus of the program should be
to create strategic marketers who use CRM tools to facilitate informed decision-making and
focused on how to apply the strategy.
From a Business-to-business selling perspective, there is frequently resistance on the part of
sales team members to use CRM platforms. Building this capacity in graduates will be a great
win for the program.
The participants reviewed the PVLOs and ratified the list (did not add any additional PVLOs)
however, the following caveats were noted:
o PVLO # 2 – the word “scalable” can be an overused descriptor that is not easily
implemented. Evaluate whether scalability can be effectively taught within the scope of
a 1-year program.
o PVLO # 9 – participants questioned the scope of this PVLO relating to communication.
Specific examples of desirable communication skills are further discussed below.
o PVLO # 10 – professional standards extend beyond the Personal Information and
Protection of Electronic Document Act (PIPEDA). To meet the demands of today’s global
3

•

business environment, the program needs to extend its scope to include General Data
Protection Regulation (GDPR).
Participants reviewed the Essential Employability Skills (EESs) and noted that, in addition to
those listed, valuable skills in today’s work environment extend to:
o Being a self-starter who will proactively pursue self-improvement and opportunities for
learning/professional development
o Demonstrating resilience or a growth mindset where mistakes become opportunities for
reflection and improvement
o Observing and adapting to the organizational culture (including but not limited to the
culture around communication).
o Exhibiting social intelligence or a knowledge of social dynamics, interaction styles and
strategies, and the self-awareness to effectively apply this knowledge to connect with
people for positive outcomes.
o Active listening to the customer and providing solutions to meet their specific needs
o Adapting communication as appropriate to your audience (i.e. speak technically to
technical people, simplify technical concepts for non-technical people, speak to strategic
implications for executives)
o Actively contributing to a high-functioning team (consider integration of book entitled,
The 5 Dysfunctions of a Team)

REVIEW OF THE COURSE TOPICS
The proposed list of course topics was approved with the following additional considerations being
proposed for consideration by the curriculum development team:
THEME 1:
Account Development/Account Management
•
•
•
•
•
•

Develop services and products that meet your customers' identified needs.
Enhance marketing towards the most profitable customers
Improve efficiency by providing support and services to customers online
Anticipate future business needs based on data on historic sale and service trends
Increase your customer base as you develop new ways to engage in business online
Ensure that there is an inside sales option and understanding the onboarding process

THEME 2:
Social CRM
•
•
•
•
•
•
•

Distinctive goals associated with marketing management (brand driven) vs B2B selling (ROI driven)
Monitoring what is being said about your company or product in the social media realm
Increase reach and have immediate engagement with customers
Get feedback from customers regarding products, services, and brand
Aligning social CRM with overall marketing strategy and brand management
Persona development
Social selling and building your professional brand online; using that to enhance customer
relationships
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THEME 3:
Bridging the Gap Between Sales Function and the Marketing Function
1. Reinforcing the marketing and sales are complimentary (not competing) functions and datasharing can break down silos
2. Understanding how to create a proper feedback loop utilizing analytics into the business strategy
and how it impacts both departments.
THEME 4:
Inbound vs. Outbound
1. Understanding the difference between inbound vs outbound strategies
THEME 5:
Customer & User Experience:
1. Customer experience (journey mapping) is more relevant in the context of this program
2. Consider shifting emphasis to principles of design thinking vs user experience
THEME 6:
Technology:
1. R Studio is highly technical and may be “too much” for entry-level practitioner. Make student
aware of this product but don’t integrate as primary software. Data visualization tools, such as
Power BI or Tableau would be more appropriate solutions. Also for small to medium sized
businesses, consider free software like Google Data Studio and ProfitWell. All platforms have
pros/cons related to data security and these must be considered based on organizational needs.
2. Ensure within the programs that the focus is on mapping and application of the technology vs
the development of specific technical skills.

OTHER:
MENTORSHIP
•

In the ideal scenario, students would have some mentorship opportunities. Perhaps additional PD
days and networking opportunities good be built into the overall program structure

The participants were thanked for their participation and the meeting adjourned 9:15 a.m.
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